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ABSTRACT 
Tourism in Hong Kong has always been an important 
contributor to the national income, and is likely to 
continue to be so in the coining few years. Despite the 
importance of this industry, however, there doesn't seem to 
be enough attention being paid to the purchase of souvenirs 
by tourists. 
To provide a wider choice of souvenirs for the 
tourists, the author decided to launch a Hong Kong souvenir 
cup for the market. 
The objective of this project is to develop a 
marketing plan for the launch of the new product, using 
market segmentation as the basis. A study of the tourist 
market is made to segment the market and provide the basic 
information which eventually led to the formation of the 
marketing strategy. 
• • t 
111 
TABLE OF CONTENTS 
ABSTRACT ii 
TABLE OF CONTENTS iii 
LIST OF TABLES V 
ACKNOWLEDGEMENTS vi i 
Chapter 
I. INTRODUCTION 1 
1.1 Tourist Industry in Hong Kong 1 
1.2 Ojectives of the Project 2 
1.3 Aspects of Segmentation Base Adopted 
in the Project 4 
1.4 Overview 5 
II. LITERATURE REVIEW 6 
11.1 The Physical Attributes 7 
II.1.A Geographic 7 
II.l.B Demographic 7 
11.1.C Socioeconomic 8 
11.2 The Behavioral Attributes 8 
11.2.A Psychographics and Lifestyle 8 
II.2.B Product Usage 9 
II.2.C Perceptions and Preferences 10 
II.2.D Benefits 10 
III. METHODOLOGY 14 
III.l Limitations 16 
IV. PROFILE REPORTS 18 
IV.1 Product Profile Report 18 
IV.1.A Strengths of the Hong Kong 
Souvenir Cup 18 
IV.l.B Weaknesses of the Hong Kong 
Souvenir Cup 19 
IV.2 Competitive Profile Report 19 
iv 
IV.3 Customer Profile Report 20 
V. RESULTS 21 
V.1 Findings and Analysis Related to the 
Group which Decided to Buy the Souvenir 
Cup as/Expected it to be Used as an 
Ornament 21 
V.2 Findings and Analysis Related to the 
Group which Decided to Buy the Souvenir 
Cup for/Expected it to be Used for 
Drinking Tea or Coffee 25 
V.3 Findings and Analysis Related to the 
Miscellaneous Group which does not Know 
How the Souvenir Cup is Going to be Used 30 
V.4 General Information about the Tourists 34 
VI. MARKETING STRATEGY 37 
VI.1 Target Segment 37 
VI.2 Product Strategy 3 8 
VI.3 Pricing Strategy 3 9 
VI.4 Distribution Strategy 39 
VI.5 Promotional Strategy 40 
VII. CONCLUSION 42 
APPENDIX 工 Exploratory phase questionnaire 
(English version) 43 
APPENDIX 11 Descriptive phase questionnaire 
(English version) 46 
APPENDIX III Descriptive phase questionnaire 
(Chinese version) 49 
APPENDIX IV Drawing of Hong Kong souvenir cup 52 
BIBLIOGRAPHY 53 
V 
LIST OF TABLES 
TABLE 1 Country of Residence Distribution 21 
TABLE 2 Reasons for Buying the Cup 21 
TABLE 3 Grading of the Characteristics of the Cup 22 
TABLE 4 Grading of the Material of the Cup 22 
TABLE 5 Grading of the Design of the Cup 2 3 
TABLE 6 Preference for the Place of Origin of the Cup 23 
TABLE 7 Demographic Characteristics of the Segment 24 
TABLE 8 Buying Behaviour of the Segment 24 
TABLE 9 Country of Residence Distribution 25 
TABLE 10 Reasons for Buying the Cup 25 
TABLE 11 Grading of the Characteristics of the Cup 26 
TABLE 12 Grading of the Material of the Cup 2 6 
TABLE 13 Grading of the Design of the Cup 27 
TABLE 14 Preference for the Place of Origin of the Cup 27 
TABLE 15 Demographic Characteristics of the Segment 28 
TABLE 16 Buying Behaviour of the Segment 28 
TABLE 17 Country of Residence Distribution 30 
TABLE 18 Reasons for Buying the Cup 3 0 
TABLE 19 Grading of the Characteristics of the Cup 31 
TABLE 2 0 Grading of the Material of the Cup 31 
TABLE 21 Grading of the Design of the Cup 32 
TABLE 22 Preference for the Place of Origin of the Cup 32 
TABLE 2 3 Demographic Characteristics of the Segment 3 3 
TABLE 24 Buying Behaviour of the Segment 3 3 
vi 
TABLE 2 5 Places Where Tourists Bought Their Souvenirs 34 
table 2 6 Outlets Where Tourists Bought their Souvenirs 34 
TABLE 27 Channels Through which Tourists Knew The 
Places for Shopping 35 
table 28 Opinions about the Most Representative 
Picture/Symbol of Hong Kong 35 
• • Vll 
ACKNOWLEDGEMENTS 
I am heavily indebted to Mr. Ho Ying Kwong and Mr. 
Choi Yuk Sui, who helped me to distribute the 
questionnaires to the tourists from Japan, Taiwan, and 
Southeast Asia. Without them, I would not have been able to 
collect enough information to complete this project. 
I would also like to express my heartfelt thanks to my 
advisor, Dr. Julie H. Yu, for her understanding, support, 
and advice throughout the course of this project. 






I-1 Tourist Industry in Hong Kong 
Tourism in Hong Kong is the third largest earner of 
foreign exchange and has grown rapidly over the past 
decade. Although the Beijing Massacre dealt a blow to the 
industry in 1989, it recovered swiftly. The number of 
tourists rose by 10.7% over 1989, reaching 5.9 million in 
1990.1 The proportion of the visitors remained at more or 
less 60:40 for males and females. Visitors came mainly from 
Japan (22.4%), Taiwan (22.7%), Southeast Asia (14.4%), 
USA/Canada (12.9%), Western Europe (12.4%), Australia & New 
Zealand (5.1%), and other countries (10%). Earnings from 
tourists rose 8.4% to HK$4 0 billion in 1990.2 
The future of the tourist industry in Hong Kong is 
believed to be promising. In Taiwan, massive public sector 
investments in infrastructure pumped real GDP growth to 
over 5% in 1991 and was expected to bring about another 7% 
growth in 1 9 9 2 T h e improvements in the economies of 
Southeast Asian countries are likely to continue. 
iHoncf Kong, Macau Country Profile 1990-91, p. 21. 
H^oncf Koncf, Macau Country Profile 1990-91, p. 21. 
^Business International, Apr 1, 1991, p.109. 
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Indonesia, Malaysia, the Philippines and Thailand, the four 
large members of the Association of South East Asia 
Nations, are struggling to industrialize/ 
Despite the economic recession suffered by the United 
States in the past few years, various economic figures in 
February 1992 indicate that the economy is likely to begin 
its recovery. As one of the most important trading partners 
in the world, the recovery of the U.S. certainly means 
economic growth in many countries. All these promise a 
bright future for the tourist industry in Hong Kong for at 
least the next five years to come. 
1.2 Objectives of the Project 
Despite the significant size of the tourist market and 
its prominent future, there does not seem to be enough 
attention being paid to it. In other countries, we may see 
stores selling many different kinds of souvenirs near the 
tourist spots. For example, one can find streets full of 
souvenir shops established near the Fisherman's Wharf in 
San Francisco. But in Hong Kong, there are not only fewer 
souvenir^ shops, but they are also carrying limited lines 
of products. 
It was under this situation that I decided to put 
forth a specially designed souvenir to supply this 
underserved market. The initial rough idea is a cup with 
^Industry, Licensinq & Tradincr Conditions Abroad: Asia, 
April, 1991, p.1. 
5�Souvenir丨 in this project refers to products which are 
representative of Hong Kong 
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one of Hong Kong»s most representative pictures printed on 
it. But the final design and features will be dependent 
upon the information collected through this research. 
From time to time, there are new products being 
introduced into the market. However, there are quite a 
number of them facing the destiny of failure. In the 1971 
and 1979 surveys by The Conference Board, it was found that 
failure rates for new products was somewhere near medium. 
Many different reasons have been suggested for their 
failure. Among them, poor marketing strategy has been the 
single biggest reason. 
The ultimate objective of this research, therefore, is 
to determine the appropriate marketing plan for the 
souvenir cup to increase its probability of success in the 
market. Market segmentation will be used as the basis for 
drawing up the marketing plan. To be more specific, the 
objectives are: 
1. based upon benefit segmentation, to determine the target 
market of the cup; 
2. to determine the features of the cup; 
3. to determine the appropriate price for the cup; 
4. to determine the promotional strategy for the cup; 
5. to determine the place of distribution for the cup. 
To achieve these objectives, the research specifically 
addresses the following questions: 
1. What is the relative size of the different benefit 
segments? 
2. What are the cup feature preferences of our target 
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customers? 
3. How price sensitive are our potential customers? 
4. How do tourists know the places for shopping? 
5. What are the places most frequently visited by our 
potential customers for souvenirs? 
1.3 Aspects of Segmentation Base Adopted in the Proiect 
In this project, I am using benefit segmentation as 
the base, supplemented by other dimensions of segmentation 
including sex, age, income, preference and usage. As I am 
interested in developing a marketing strategy for the 
product, I believe that segmentation by benefits would 
provide more specific and direct information with regard to 
the features of the product in which I am particularly 
interested. Segmentation by preference provides further 
information in this area. Demographic, geographic, 
socioeconomic and usage variables were employed to provide 
background information about the potential customers. This 
background information is particularly helpful in 
determining the distribution and promotional strategies for 
the product. Psychographic variables will not be employed, 
as they require a large number of questions to collect the 
data. Besides, the analysis of a voluminous amount of data 
requires a great deal of effort in seeking marketing 
relationships. The effort for undertaking these activities 
would be too great for this project. 
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I•4 Overview 
In Chapter 工工，a brief description of the various 
market segmentation methods which form the basis of the 
project will first be presented. The research methodology 
will be described in Chapter 工II. Chapter IV analyzes the 
strengths and weaknesses of the new product and the market 
situation. Results of the survey are presented in Chapter 
V. Details of the marketing strategy will be given in 





Since benefit segmentation is used in the formation of 
the marketing plan in this study, it is worthwhile to give 
an introduction to the concept first. 
In any market, there are consumers exhibiting 
different behaviours. They may differ in their motives for 
purchase, places where they make their purchases, or they 
may even require different environments for the outlets. 
With limited resources, a company may not be able to 
satisfy the demands of all the different groups in the 
market at the same time. A company, therefore, may find it 
helpful to divide the market into different segments 
according to customers‘ characteristics and concentrate its 
resources in order to satisfy the demands of a particular 
or certain segments. Segmentation is the process of 
dividing markets into subsets of potential customers with 
similar characteristics who are likely to exhibit similar 
purchase behaviours. 
There are many different ways to segment markets. A 
segmentation base is a dimension for segmenting a market 
and there are different ways of classifying the 
segmentation bases. Among these is the classification of 
segmentation bases into physical and behavioral attributes. 
7 
Physical attributes commonly used in segmenting markets 
include geographic, demographic, and socioeconomic factors. 
Common behavioral attributes used in segmentation include 
psychographics and lifestyle, product usage, perceptions 
and preferences, and benefits. 
II-l The Physical Attributes 
II•1•A Geographic 
There is no one best method to segment markets 
geographically. Markets can be segmented by using counties, 
standard metropolitan statistical areas, states, and 
regions. They can also be segmented with reference to 
population density or climate-related factors. Geographic 
segmentation is used under the belief that different 
locations may represent different sales potentials, 
customer needs, serving costs or competitive structures. 
For example, suntan lotion can be sold throughout the year 
in Florida, while ice scrapers require frigid, northern 
weather conditions.^ 
II.l.B Demographic 
Demography is the statistical study of human 
populations and their vital characteristics. Demographic 
variables describe important aspects of people‘s 
circumstances which give rise to purchasing needs. Common 
demographic descriptors used include age, sex, race, 
^Weinstein Art, Market Segmentation, Probus, 1987, p.67. 
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nationality, marital status, religion, family size and 
family life cycle.^ In the United States, for example, a 
lot of the restaurants in Chinatowns target at the segment 
of Chinese customers. 
II.l.C Socioeconomic 
The most commonly cited variables in this category are 
education, occupation, income and social class. 
Traditionally, the lower-lower to upper-upper social class 
pyramid has been used. However, there are arguments over 
the delineation of different social classes. Although each 
has a significant influence on the spending and usage 
patterns of individuals, these variables are closely 
related to each other. For example, education is closely 
associated with income and occupation. Occupation, in turn, 
is a major component of social class.® In the construction 
of houses, for example, developers who are targeting at the 
people of the upper social class would build houses of 
better design and larger size to suit the needs of this 
segment of customers. They will concentrate their efforts 
of promotion in attracting the attention of customers of 
this segment. 
II.2 The Behavioral Attributes 
II.2.A Psychographics and Lifestyle 
^Ibid, p.69. 
®Aaker A. David and Day S • George. Marketing Research, 
Wiley, 1983, p.611. 
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Some people may mix up psychographics with lifestyle, 
yet there are differences between them. Psychographic 
studies put heavy emphasis on personality traits and 
measure the concept of the � s e l f . Some examples of 
personality traits used in psychographic analysis are: 
reserved, dull, humble, sober, and the like. Lifestyle 
studies, on the other hand, focus primarily on individuals' 
activities, interests and opinions (AIO)• 
By analyzing psychographics and lifestyle, the 
marketer can better understand why the buyer acts as s/he 
does in the market place, and thereby construct better 
suited marketing plans.^ Certain banks, for example, are 
targeting at those customers who are more conservative. 
They are not willing to grant loans to support risky 
projects. Although they may only enjoy lower rates of 
return, they are able to solicit depositors who are more 
conservative and want to play it safe. 
II.2.B Product Usage 
Markets can be segmented with respect to the level of 
consumption. An often used method is to classify users into 
non-users, light-users, medium-users and heavy-users. 
Segmentation by product usage can be of great use to 
marketers, as it helps them to identify the potential 
segments on which they can concentrate their efforts. 
Johnson & Johnson, for example, concentrates on stimulating 
^Weinstein Art. Market Segmentation, Probus, 1987, p.109. 
i�Ibid., p.119. 
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the demand of the light-users and moving them up to the 
category of medium and heavy users through an effective 
advertising campaign. 
II.2.C Perceptions and Preferences 
Perceptions are concerned with how individuals 
mentally observe and comprehend product categories, brands 
or companies relative to competitors. People having the 
same judgement are grouped under the same perception 
segment. People may also have different preferences for 
product features or services offered. For example, certain 
people may prefer higher quality even at the cost of higher 
price, while others may prefer lower price at the expense 
of lower quality. People with similar preferences may then 
be grouped in the same segment. 
II.2.D Benefits 
Another way to define segments has its basis in the 
benefits that customers seek from the product. Benefits are 
the sum of product advantages or satisfactions that meet an 
individual‘s needs or wants. They extend beyond product 
features and serve to satisfy physical, emotional or 
psychological needs. Benefit segmentation examines users * 
buying motives and is linked directly to the marketing 
discipline of consumer behaviour. The classic example of 
benefit segmentation was provided by Russell Haley. Haley 
iiHaley I. Russell, "Benefit Segmentation: A Decision-
Oriented Research Tool," Journal of Marketincf, July 1968, p.BO-
SS. 
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identified four basic segments for the toothpaste market --
Sensory, Sociable, Worrier, and Independent, as presented 
in Figure 1. Haley argued that this segmentation could be 
very useful for selecting advertising copy, media, 
commercial length, packaging and new product design. 
Segmentation based on benefits desired can be a 
meaningful approach from a marketing standpoint because it 
directly facilitates product planning, positioning, and 
marketing communications. This approach is not relevant for 
all situations, however. There are three cases for which it 
may not be appropriate: 
1. For certain products such as clothing and appliances, 
traditional price lines have developed to the extent that 
markets have become segmented into price lines. Since all 
product offerings and marketing activities are contingent 
upon the price line offered, marketing considerations 
dictate that the market be segmented at least initially by 
price lines. For many product categories, the size of the 
market for any price line is too low to permit further 
segmentation. 
2. The benefits desired are determined by the situation 
or purpose for which the product is used. The desires of 
consumers can vary by the type of occasion for which the 
product is used. For example, clothes suitable for some 
occasions may not be suitable for other occasions. For 
effective marketing, consumer desires must be segmented by 
usage occasion to determine which product will be most 
suitable for each occasion. In many complex markets, this 
12 
type of segmentation is necessary to derive the underlying 
competitive framework. Conventional segmentation 
questioning about the product without a specific usage 
occasion will provide meaningless information. 
3. The style of the product is the major criterion of 
success. If this is the case, the marketer must segment 
markets on the basis of styling preference in order to 
market a successful line of styles to each segment. Some 
examples of style-oriented lines are silverware, fashion 
accessories and furniture. 
i^Della Bitta J. Albert and Loudon L. David. Consumer 
Behaviour: Concepts & Applications, McGraw Hill Inc, 1984, p. 142 
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FIGTOE 1 Toothpaste Market Benefit Segments 
The Sensory The Sociable The Worrier The Independent 
Segment Segment Segment Segment 
Principal benefit sought Flavor, product Brightness of teeth Decay prevention Price 
appearance 
Demographic strengths Children Teens, young Large families . Men 
people 
Special behavioral Users of spear- Smokers Heavy users Heavy users 
characteristics mint-f lavored 
toothpaste 
Brands disproport ionately Colgate Macleans, Ultra Crest Cheapest brand 
favored ‘ Brite 
Lifestyle characteristics Hedonistic Active Conservative Value oriented 
Source: Adapted from Russell /. Haley (1968J, "Benefit Segmentation: A Decision-




Since there are no publications on the types of 
souvenirs available in the market, a personal study was 
made of the souvenir shops on Victoria Peak and in 
Tsimshatsui. The information gathered was used to draw up 
the competitor profile report. 
Additional marketing research was done to collect 
primary data from tourists who have bought souvenirs. The 
data collection procedure consisted of two stages. 
In the first stage, the objective of the research was 
both exploratory and a pretest of the structure of the 
questionnaire. 13 a questionnaire with both structured and 
open-ended questions was designed to collect information to 
form the basis of certain questions for the final 
questionnaire (Appendix I). It was originally decided that 
respondents of the first questionnaire should consist of 
tourists from Southeast Asia, Taiwan, Japan, U.S.A./Canada, 
Western Europe and Australia/New Zealand. As a result of 
communication problems, however, no responses were obtained 
from the Taiwanese and the Japanese. As a result of the 
limited time, a total of eight tourists from the rest of 
i^Churchill A. Gilbert, Jr. Marketing： Principles & 
Practices, Reston, 1978, p.74 
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the above mentioned countries were interviewed. 
Although attempts were made to conduct the interviews 
at Hong Kong Kai Tak International Airport, the shopping 
area near the Star Ferry Pier in Tsimshatsui, and the Peak, 
only attempts at the airport were successful. In this 
stage, all the questionnaire were completed through 
personal interviews. 
In the second stage, a revised questionnaire was 
developed (Appendix 11)• The sampling frame included 
tourists in the Hong Kong Kai Tak International Airport and 
tourists joining local tours. Since there was only limited 
time to conduct the survey, a sample size of 12 0 was 
determined. 
The revised questionnaire contained only two open-
ended questioned with structured questions making up the 
balance. This not only helped to shorten the response time, 
but also ensured more accurate information, as it prevented 
the respondents from rushing to answer the questions. 
The questionnaire used in the second stage was 
descriptive in design. It aimed at segmenting the tourists 
into different benefit groups and finding out the 
characteristics of the different segments. 
After reviewing the difficulties in the first stage of 
the research, a somewhat different data collection method 
was used. Help was solicited from two tour guides in Hong 
Kong. One of them was responsible for guiding the tourists 
from Japan, while the other was mainly responsible for 
guiding the tourists from Taiwan and Southeast Asia. With 
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their help, data about the Japanese, Taiwanese and the 
Southeast Asians were collected through the distribution of 
questionnaires. To facilitate the collection of data from 
the Taiwanese and the Southeast Asians, the questionnaire 
was translated into a Chinese version (Appendix III)• The 
questionnaires with the Japanese were done through the 
distributor's translation of the questions into Japanese. 
Interviews with the tourists from U.S.A./Canada, 
Western Europe, Australia/New Zealand and the rest of the 
countries not mentioned were conducted by the author. Based 
on past experience, all interviews were conducted in the 
Hong Kong Kai Tak International Airport, instead of other 
areas where tourists frequently visit. 
The second stage of the research took three weeks (2 
March to 22 March) for completion. In order to generate a 
representative sample, geographic and sex quotas were used, 
based upon the visitor characteristics as recorded by the 
Hong Kong Tourist Association. The outcome was 
satisfactory. Out of the 102 completed and usable 
questionnaires, 58.8% of the respondents were male and 
41.2% were female. The proportions of the population 
coining from different countries were: Japan (20.6%), Taiwan 
(22.5%), Southeast Asia (12.8%), U.S.A./Canada (14.7%), 
Western Europe (12.8%), Australia/New Zealand (8.8%), and 
other countries (7.8%). 
III.l Limitations 
The marketing research suffered from a number of 
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limitations: 
1. The exploratory research did not include any tourists 
from Taiwan or Japan. The information thus obtained and 
used as the basis for the development of the revised 
questionnaire may be biased. 
2. As most of the questions in the revised questionnaire 
were structured questions with limited answers, there may 
be a loss of validity. The inclusion of the "Others" 
category may not totally eliminate the problem, as the 
respondents tended not to choose that category. 
3. The author used fewer questions to ensure that the 
respondents did not rush and give inaccurate answers. The 
subsequent cost of this was the collection of less 
information. 
4. As all respondents were travelling by air or had 
joined tour groups, they were probably from the higher 
income group. The information obtained may therefore be 
upwardly biased. 
5. Part of the data in the second stage was collected 
through personal interviews and part of it done through 
self-administered questionnaires distributed by tour 
guides. The respondents in the first group may have had a 
different interpretation of the questions as compared to 




IV.1 Product Profile Report 
Before making the decision to launch the souvenir cup, 
the author considered both the strengths and weaknesses of 
the product in comparison with other souvenirs. 
IV.1.A Strengths of the Hong Kong Souvenir Cup 
1. It is the only product with the most representative 
picture of Hong Kong printed on it to help the visitors 
maintain memory of this colony. 
2. No special skills or techniques are required for 
production; hence it would be relatively easy to master 
production. 
3 • Mass production could be undertaken to reduce production 
costs. 
4. Potential of entering into the local market provides 
possible continuous sales volume and allows further 
exploitation of economies of scale. 
5. Relatively low level of investment cost. 
6. Expected reasonable rate of return on investment• 
i^Greenwood George. New Product Development. NTC, 1988, 
p.444 
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IV.l.B Weaknesses of the Hong Kong Souvenir Cup 
1. The souvenir cup is only a small item. Only a low profit 
margin can be made on the sale of each cup. Huge profits 
can be obtained only through the sale of large volumes of 
the product. 
2. As most of the tourists are staying in Hong Kong for 
only a few days with little contact with the local mass 
media, TV and newspapers cannot be used as traditional 
promotional channels. Besides, as the tourist cup is only 
a small item, it is not cost efficient to spend too much on 
promotion. Therefore promotional methods must be selected 
very carefully. 
3 • Since there is no special technology required for the 
production of the cup, imitations may appear after 
successful launch of the product. 
IV.2 Competitive Profile Report 
Despite the various attractions of the tourist 
souvenir market, however, one must anticipate the possible 
problems prior to market entry. Although there is no cup 
designed for tourists at the present time, one must compete 
with other kinds of souvenirs for tourists. Although there 
are differences in the souvenirs carried by different 
souvenir stores, there are some items which are 
particularly popular. They are: HK T-shirts, HK posters, 
post-cards, chopstick kids and accessories. The price of 
these products range from HK$15 to HK$150. 
As mentioned before, the entry cost into the tourist 
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cup market would not be very high. As a result, one may 
face competitors producing similar products in the future. 
Nevertheless, the marketer should be able to gain a 
superior position through past experience and prior 
established relationships with distributors. 
IV.3 Customer Profile Report 
The customer profile report is based upon the findings 
from the revised questionnaire. At the very beginning, an 
attempt was made to distinguish three different benefit 
segments. The three segments were: i. people who would buy 
the souvenir cup as/expect it to be used as an ornament; 
ii. people who would buy the souvenii: cup for/expect it to 
be used for drinking tea or coffee; iii. people who would 
buy the souvenir cup for/expect it to be used for drinking 
beer. 
Since no respondents intended to use the cup for 
drinking beer, the findings will be presented separately 
only under the three benefit segments: i. people who buy 
the souvenir cup as/expect it to be used as an ornament； 
ii. people who buy the souvenir cup for/expect it to be 
used for drinking tea or coffee, and iii. the miscellaneous 
category of people who don ‘ t know how they are going to use 
the souvenir cup. Some general information about the 




V.l Findings and Analysis Related to the Group which 
Decided to Buy the Souvenir Cup as/Expected it to be used 
as an Ornament 
Table 1 Country of Residence Distribution 
Frequencies Percentage 
Southeast Asia 8 13.3% 
Taiwan 5 8.4% 
Japan 16 26.6% 
U.S.A./Canada 14 23.3% 
Western Europe 5 8.4% 
Australia/New Zealand 6 io% 
Other 6 10% 
Total 60 100% 
From Table 1, one can see that 60 respondents planned 
to buy the cup as/expected it to be used as an ornament. 
This represents 58.8 percent of the total respondents. 
Japanese and Americans/Canadians comprised half of the 60 
respondents. 
Table 2 Reasons for Buying the Cup 
Percentage Cumulative Percentage 
For yourself 2 0% 2 0% 
For other people 38.3% 58.3% 
Both for yourself & 
other people 41.7% 100% 
22 
From Table 2, one can see that 20 percent of the 
people who are buying the cup as/expect it to be used as an 
ornament are buying it for themselves only. Eighty percent 
of them have the tendency to buy them as gifts for other 
people. 
Table 3 Grading of the Characteristics of the Cup* 
1 2 3 4 5 
Usefulness 26.3% 26.0% 9.5% 15.8% 19.0% 
Uniqueness 57.9% 13.4% 5.3% 5.3% 16.5% 
Price 0% 16.2% 35.8% 31.6% 14.8% 
Hardness 10.5% 10.5% 15.3% 30.0% 28.2% 
Size 5.3% 31.6% 33.5% 15.8% 21.3% 
* grade 1 is the most important & 5 is the least important 
Table 3 shows that tourists of this segment have 
particular concerns about the uniqueness of the cup, with 
usefulness ranking second. They didn't seem to pay much 
attention to price and hardness, but the preference over 
size is a bit mixed. 
Table 4 Grading of the Material of the Cup* 
1 2 1 4 
Glass 9.5% 38.1% 42.9% 9.5% 
Plastic 14.3% 19.0% 9.5% 57.2% 
Ceramic 42.9% 14.3% 28.6% 14.3% 
Crystal 33.3% 28.6% 19.0% 19.0% 
* grade 1 is the most desirable & 4 is the least desirable 
It can be seen from Table 4 that the greatest number 
of people voted for ceramic, followed by crystal. Plastic 
as the material of the cup is the least desirable one, 
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While preference for glass is fair. 
Table 5 Grading of the Design of the Cup* 
1 2 3 
Picture alone 55% 30% 15% 
Picture with words 35% 60% 5% 
Words alone 10% 10% 80% 
* grade 1 is the most desirable & 3 is the least desirable 
The figures in Table 5 show that the majority of 
tourists in this segment prefer to have only a picture on 
the cup. This segment seems to have a very negative feeling 
about the design with words alone. Preference for the 
design of picture with words stands somewhere in the 
middle. 
Table 6 Preference for the Place of Origin of the Cup 
Percentage Cumulative Percentage 
China 13.3% 13.3% 
Hong Kong 80% 93.3% 
Indifferent 6.7% 100% 
Table 6 shows that there is an overwhelming majority 
who prefers that the cup be made in Hong Kong. Only a small 
percentage of them has a greater preference for China as 
the place of origin of the cup. An even smaller percentage 
of the segment are indifferent over the place of origin of 
the cup. 
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Table 7 Demographic characteristics of the Segment 
Frequencies Percentage 
Sex 
Male 23 38.3% 
Female 37 61.7% 
Personal monthly salary 
before taxes 
Below HK$5000 14 23 3% 
HK$5000-$9999 30 50% 
HK$10000-$14999 11 18.3% 
Above HK$15000 5 8.3% 
Acre 
2 0 or below 1 1.7% 
21-30 40 66.7% 
31-40 5 8.3% 
41-50 3 5% 
Above 50 11 18.3% 
Table 7 shows certain demographic characteristics of 
this segment. Tourists of this segment are mostly female, 
having a personal monthly salary (before taxes) of below 
HK$10000, and in the age range of 21-30. 
Table 8 Buying Behviour of the Secrment 
Percentage Cumulative Percentage 
Planned purchase 40% 40% 
Impulse buying 60% 100% 
Finally, figures show that a majority (60 percent) of 
the group have not made plans as to what kinds of souvenirs 
to buy before coining to Hong Kong, whereas a minority (40 
percent) of the group have made plans beforehand. 
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V.2 Findings and Analysis Related to the Group which 
Decided to Buy the Souvenir Cup for/Expected it to be 
Used for Drinking Tea or Coffee 
Table 9 Country of Residence Distribution 
Frequencies Percentage 
Southeast Asia 3 9.1% 
Taiwan 13 39:“ 
Japan 5 15.2% 
U.S.A./Canada 1 3.0% 
Western Europe 8 24.2% 
Australia/New Zealand 2 e'. 1% 
Other 1 3!0% 
Total 33 100% 
Table 9 provides the information about the tourists' 
country of residence in this segment. One can see that 33 
respondents planned to buy the cup for/expected it to be 
used for drinking tea or coffee. This represents 32.4 
percent of the total respondents. Tourists from Taiwan and 
Western Europe comprised more than half of the 33 
respondents. 
Table 10 Reasons for Buying the Cup 
Percentage Cumulative Percentage 
For yourself 36.4% 36.4% 
For other people 33.3% 69.7% 
Both for yourself & 
other people 30.3% 100% 
In this segment, tourists‘ reasons for buying the cup 
was a bit different from those in the ornament segment. One 
can see that a higher percentage of tourists in this 
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segment are buying the cup for their own use with no 
intention of buying it for their friends or relatives. 
Table 11 Grading of the Characteristics of the Cup* 
1 2 3 4 5 
Usefulness 57.6% 15.2% 15.2% 0% 12.1% 
Uniqueness 12.1% 12.1% 0% 48.5% 27.3% 
Price 18.2% 42.4% 18.2% 15.2% 6.1% 
Hardness 3.0% 0% 54.5% 24.2% 18.2% 
Size 9.1% 30.3% 12.1% 12.1% 36.4% 
* grade 1 is the most important & 5 is the least important 
Instead of putting more emphasis on the uniqueness of 
the cup, Table 11 shows that tourists of this segment have 
particular concerns about the usefulness and price of the 
cup. Over 70 percent of the tourists in this segment do not 
think uniqueness is an important attribute of the cup. 
Table 12 Grading of the Material of the Cup* 
1 2 3 4 
Glass 24.2% 18.2% 48.5% 9.1% 
Plastic 27.3% 6.1% 0% 66.7% 
Ceramic 24.2% 45.5% 30.3% 0% 
Crystal 24.2% 30.3% 21.2% 24.2% 
* grade 1 is the most desirable & 4 is the least 
desirable 
For the tourists of this segment, it can be seen from 
Table 12 that there is no substantial difference in the 
preferences for desired materials for the cup. There is an 
interesting point to be noted, however. Plastic as the 
material of the cup obtained the highest percentage in both 
the first and the fourth column. 
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Table 13 Grading of the Design of the Cup* 
1 2 3 
Picture alone 24.2% 42.4% 3 3 . 3 % 
Picture with words 54.5% 27.3% 18.2% 
Words alone 21.2% 30.3% 48.5% 
* gra.de 1 is the most desirable & 3 is the least 
desirable 
The figures in Table 13 show that the majority of 
tourists in this segment prefer to have a picture with 
words on the cup, which differs from the preferences of the 
ornament segment. Nevertheless, as compared with the 
ornament segment, this segment has an equally negative 
feeling about the design with words alone. 
Table 14 Preference for the Place of Origin of the Cup 
Percentage Cumulative Percentage 
China 18.2% 18.2% 
Hong Kong 36.4% 54.6% 
Indifferent 45.4% 100% 
From Table 14, one can see that tourists in this 
segment share the same view with the other segment, in that 
only a small proportion of them prefer the cup to be made 
in China. However, there is a greater percentage of 
tourists who are indifferent about the place of origin of 
the cup, as compared to those who prefer the cup to be made 
in Hong Kong. This may be due to the fact that a majority 
of the tourists in this segment are more pragmatic and 
therefore do not have much concern over the place of 
origin, provided that the product is useful. 
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Table 15 Demographic Characteristics of the Segment 
Frecmencies Percentage 
Sex 
Male 29 87.9% 
Female 4 12.1% 
Personal monthly salary 
before taxes 
Below HK$5000 0 0% 
HK$5000-$9999 6 18.2% 
HK$10000-$14999 11 33.3% 
Above HK$15000 16 48.5% 
Acre 
2 0 or below 0 0% 
21-30 7 21.2% 
31-40 15 45.5% 
41-50 9 27.3% 
Above 50 0 0% 
Certain demographic characteristics of this segment 
are presented in Table 15. Tourists of this segment are 
mostly male, older, and having a higher personal monthly 
salary (before taxes) than those of the ornament segment. 
The belief that older people have better planning seems to 
hold in this research. 
Table 16 Buying Behviour of the Segment 
Percentage Cumulative Percentage 
Planned purchase 63.6% 63.6% 
Impulse buying 36.4% 100% 
Figures in Table 16 show that a majority (63.6 
percent) of the group have made plans as to what kinds of 
souvenirs to buy before coining to Hong Kong, whereas a 
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minority (36.4 percent) of the group have not made plans 
beforehand. This is exactly the reverse of the chacteristic 
of the ornament segment. 
30 
V.3 Findings and Analysis Related to the Miscellaneous 
Group which does not Know How the Souvenir Cup is Going 
to be Used 
Table 17 Country of Residence Distribution 
Frequencies Percentage 
Southeast Asia 0 0% 
Taiwan 5 55.5% 
Japan 2 22.2% 
U.S.A./Canada 0 0% 
West Europe 0 0% 
Australia/New Zealand 1 11.1% 
Other 1 11.1% 
Total 9 100% 
Only 8.8 percent of the total respondents do not know 
how the cup is going to be used. Taiwanese accounted for 
more than half of the 9 respondents. 
Table 18 Reasons for Buying the Cup 
Percentacfe Cumulative Percentage 
For yourself 44.4% 44.4% 
For other people 33.3% 77.7% 
Both for yourself & 
other people 22.2% 99.9% 
From Table 18, one can see that there is a higher 
percentage of the group who intended to buy the cup for 
themselves with no intention of buying for others. 
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Table 19 Grading of the Characteristics of the Cup* 
1 2 3 4 5 
Usefulness 22.2% 0% 44.4% 0% 33.3% 
Uniqueness 33.3% 44.4% 11.1% 0% 11.1% 
Price 22.2% 22.2% 11.1% 33.3% 11.1% 
Hardness 11.1% 22.2% 33.3% 33.3% 0% 
Size 11.1% 11.1% 0% 33.3% 44.4% 
* grade 1 is the most important & 5 is the least important 
Table 19 shows that tourists of this group have 
greater concern over the uniqueness of the cup. The 
attitude over price, however, is somewhat mixed. 
Table 20 Grading of the Material of the Cup* 
1 2 3 4 
Glass 33.3% 44.4% 0% 22.2% 
Plastic 33.3% 0% 55.5% 11.1% 
Ceramic 0% 44.4% 22.2% 33.3% 
Crystal 33.3% 11.1% 22.2% 33.3% 
* grade 1 is the most desirable & 4 is the least 
desirable 
Column 1 of Table 2 0 shows that there is no 
substantial difference in the preferred material for the 
cup. But if one analyzes the first two columns at the same 
time, one can see that there is a stronger preference for 
glass as the material for the cup. 
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Table 21 Grading of the Design of the cup* 
1 2 3 
Picture alone 62.5% 25% 12.5% 
Picture with words 25% 62.5% 12.5% 
Words alone 12.5% 12.5% 75% 
* grade 1 is the most desirable & 3 is the least 
desirable 
In grading the design of the cup, tourists in this 
segment were very similar to those in the ornament segment. 
Besides preferring to have only a picture on the cup, they 
also have a strong negative feeling about the design with 
words alone. 
Table 22 Preference for the Place of Origin of the Cup 
Percentage Cumulative Percentage 
China 22.2% 22.2% 
Hong Kong 55.5% 77.7% 
Indifferent 22.2% 99.9% 
Here, the tourists of this segment also share similar 
views with those of the ornament segment. Table 22 shows 
that a majority of tourists in this group prefer to have 
the cup made in Hong Kong. 
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Table 23 Demographic Characteristics of the Segment 
Frecfuencies Percentage 
Sex 
Male 8 88.8% 
Female 1 11.l% 
Personal monthly salary 
before taxes 
Below HK$5000 3 33.3% 
HK$5000-$9999 3 33.3% 
HK$10000-$14999 2 22.2% 
Above HK$15000 1 11.1% 
Acfe 
20 or below 0 0% 
21-30 1 11.1% 
31-40 2 22.2% 
41-50 5 55.5% 
Above 50 1 11.1% 
The demographic characteristics of this segment did 
not share any similar patterns with any of the above two 
segments. Tourists of this group are mostly male, having a 
personal monthly salary (before taxes) of below HK$10000 
and in the age range of 41-50. 
Table 2 4 Buying Behviour of the Segment 
Percentacfe Cumulative Percentage 
Planned purchase 67.7% 67.7% 
Impulse buying 32.3% 100% 
Finally, figures show that a majority (67.7 percent) 
of the group have made plans about what kinds of souvenirs 
to buy before coming to Hong Kong, whereas a minority (32.3 
percent) of the group did not have such plans. 
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V.4 General Information about the Tourists 
Table 25 Places Where Tourists Bought Their Souvenirs 
Frecfuencies Percentage 
Tsimshatsui 87 84.8% 
Central 18 17.6% 
Stanley 17 16.7% 
Causeway Bay 2 0 19.6% 
Cheung Chau Island 7 6.9% 
From Table 25, we can see that Tsimshatsui was the 
most popular place for tourists to buy their souvenirs. 
Less than one-fifth of the population have bought their 
souvenirs in Central. Stanley and Causeway Bay have 
almost the same number of tourists visiting as compared 
to Central. 
Table 2 6 Outlets Where Tourists Bought Their Souvenirs 
Frequencies Percentacre 
Department Store 28 27.5% 
Retail Shop 86 84.3% 
Hawker (person selling 
on street) 24 23.5% 
Others 6 5.9% 
We can see from Table 2 6 that the majority of tourists 
bought their souvenirs through retail shops. About one-
fourth of them have bought their souvenirs through 
department stores, and another one-fourth from street 
hawkers• 
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Table 27 Channels Through Which Tourists Knew The Places for Shopping 
Frequencies Percentage 
Friend 15 14.7% 
Tourist guide 2 0 19.6% 
Tourist guide book 32 31.4% 
Walking around 63 61.8% 
Others 0 0% 
The data shown in Table 2 7 indicates that most of the 
tourists became aware of their shopping places by walking 
around. Tourist guide books also played an important role 
as an information channel. Word of mouth doesn't seem to 
have been very effective in distributing the information. 
Table 28 Opinions about the Most Representative 
Picture/Symbol of Hong Kong 
Frequencies Percentage 
View of harbour from 
the Peak 15 14.7% 
Harbour view 19 18.6% 
Jewellery 1 1.0% 
Junk 31 30.4% 
Dollar sign 3 2.9% 
Dragon 1 1.0% 
HKSBC»s lion 1 1.0% 
Street lights 7 6.9% 
Cable car 5 4.9% 
As shown in Table 28, although quite a number of 
different opinions have been given, about two-third of the 
tourists considered a junk or harbour view (view of harbour 
from either the Peak or the harbour side) as the most 
representative picture/symbol of Hong Kong. 
Finally, although 66.7 percent of the tourists said 
they have bought more than one item of the same kind of 
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souvenir, only 42.2 percent of them said that they would 
buy more than one souvenir cup (given different patterns) 




VI.1 Target Segment 
In launching the Hong Kong souvenir cup, tourists who 
were going to buy the cup as/expected it to be used as an 
ornament served as the target market segment. There are 
several reasons to support this decision: 
i. Assuming that the sample is representative, this segment 
has a higher sales potential than the other segments 
(tourists who intended to buy the cup for/expected it to be 
used for drinking tea or coffee and miscellaneous group who 
did not know how it was to be used) , as it represents 
almost 60% of the total sample in the research. 
ii. Tourists of this segment are relatively less price-
sensitive. It is therefore possible to charge a higher 
price and enjoy a higher profit margin. 
iii. As compared to the tourists of the other segments, 
tourists of this segment have less planning over the 
purchase of souvenirs. Therefore it is easier to compete 
with other ornaments and penetrate into the souvenir 
market. 
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VI.2 Product Strategy 
To make the cup more unique, the shape of it would be 
different from those popular in the non-Chinese world. The 
shape and size of the souvenir would be in the form of the 
Chinese tea cup, i.e., a little tea cup with no handle on 
it. The smaller size of the cup fits in with the desire of 
the target customers who, are buying the cup as souvenir. 
It would be made of ceramic as it is the material most 
preferred by the sample segment. 
The basic color of the cup would be white. A photo 
with a night view of the harbour would be printed on the 
outer surface of the cup and would occupy one-third of the 
surface area. A picture of the cup is shown in Appendix IV. 
The view of the harbour is chosen since the highest 
percentage of the tourists of the segment, 33.3%, chose it 
(Table 28, view of harbour from the Peak and harbour view) • 
A photo rather than a painting would be used, as it is more 
real and helps the tourists to maintain a better memory of 
the scene. Although the picture of a junk also enjoys a 
high grading, it would not be put in the photo, as it would 
look too crowded in a small photo. The cup would be made in 
Hong Kong in order to appeal to the customers. 
The cup would be packaged in a paper gift bag with the 
same photo printed on it. A paper gift bag rather than a 
box is used, since a paper box is more expensive and 
occupies more space. On the other hand, customers could 
choose to fold up the gift bag and store it separately in 
different parts of their luggage. The gift bag is also 
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chosen since data showed that a high percentage of the 
customers are buying it for other people. A sponge will be 
placed inside the gift bag to offer more protection for the 
cup. 
VI.3 Pricing Strategy 
It was estimated that the production cost of each cup, 
together with the gift bag, would be about HK$6. The cup, 
together with the gift bag, would be sold at HK$12 to the 
retailers. The margin would then be used to cover the 
transportation, administration and promotional costs of the 
launch. The remains would be the profits. The suggested 
retail price is HK$18. Such a price level would enable the 
retailers to enjoy a relatively high profit margin and 
remain competitive at the same time. 
VI.4 Distribution Strategy 
As the product is to be introduced in the market for 
the first time, I would not undertake large scale 
production immediately. I would first conduct a test market 
by offering the product for sale in the souvenir and gift 
shops in Tsimshatsui (the place where most of the tourists 
bought their souvenirs). 
Evaluation will be made after four months to see if it 
is worthwhile to undertake large scale production and 
distribute through a wider channel. A four-month period is 
considered appropriate, as it is long enough to get rough 
results, while at the same time expand the distribution 
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before competitors enter the market with similar products. 
VI.5 Promotional Strategy 
Since the product is only a small item, we cannot 
afford too much expenditure on promotion. Promotion would 
mainly be carried out through two channels. A 3" x 4" print 
advertisement will be put in the Orient -一 Hong Kona 
Visitors' Newspaper. This is a free tourist guide newspaper 
available on the Peak and at the Star Ferry Pier of 
Tsimshatsui. 
Arrangements will also be made with tour companies to 
put up a small poster in the tourist buses. In both 
advertisements, a picture of the souvenir cup will be 
shown. There will also be English and Japanese text 
indicating that the souvenir cup is available in the 
souvenir and gift shops of Tsimshatsui. The cup would be 
promoted as an ornament and the uniqueness of the cup would 
be emphasized. The promotion campaign would be carried out 
in October, when the volume of tourists coining to Hong Kong 
is the highest 
Putting up posters in the MTR station would be another 
effective promotional strategy since most of the tourists 
found shopping areas simply by walking around. However, the 
cost of such a strategy would be too huge for the initial 
stage of launching the product, and therefore would be 
^According to A Statistical Review of Tourism 1990, 
published by the Hong Kong Tourist Association, October was found 
to be the month with the highest percentage of visitors arriving 
in Hong Kong, for the years 1981 to 1988. 
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The large number of tourists coming to Hong Kong each 
year represents a large potential souvenir market. To tap 
this market, a product known as the Hong Kong souvenir cup 
is specially designed. 
Although the souvenir cup suffers from the weaknesses 
of low profit margin per set, a lack of distribution 
channels, and quick imitation, it also possesses certain 
strengths. These include the uniqueness of the product, no 
special requirements for its production, the possibility of 
mass production, the potential of entering into the local 
market, a relatively low level of investment, and a 
reasonable rate of return on investment expected. 
Through marketing research, certain information about 
Hong Kong * s tourists was obtained, and the market was 
divided into three segments. The product would be targeted 
at the segment of tourists who buy the souvenir cup 
as/expect it to be used as an ornament. Finally, based upon 
the information obtained, the marketing strategy for the 
launch of the new product was developed. 
•••• imiiiiMWHiMwuiyiiiiiU •！* 
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APPENDIX I 
Questionnaire for Tourists• Buying Behaviour of Souvenir in Hong Kong 
1. Have you ever bought a souvenir in Hong Kong? 
a. Yes b. No (terminate) 
2• In which country do you live? 
a. Southeast Asia b. Taiwan c. Japan 
d. U.S.A./Canada e. Western Europe 
f. Australia/New Zealand g. other 
3 • Did you have any idea what kind of souvenir you 
wanted to buy before coining to Hong Kong? 
a. Yes b. No 
4. How many times did you visit Hong Kong in the past 5 
years? 
(If more than once, please proceed to question 5) 
5. Did you ever repurchase the same kind of souvenir when 
you visited Hong Kong at a later time? 
a. Yes b. No 
6. In which district(s) did you buy most of your 
souvenirs? 
7. Where did you buy most of your souvenirs in Hong 
Kong? (you can choose more than one answer) 
a. retail shop 
b. hawker (person selling on street) 
c. others 
8. How did you know the places for shopping? 
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9. What souvenir(s) did you buy from Hong Kong? 
10. Did you buy more than one item of the same kind of 
souvenir? 
a. Yes (go to question 11) 
b. No (go to question 12) 
11. What is/are the souvenir(s) for which you bought more 
than one item? 
12. What will you consider in choosing a souvenir? 
^ ― 
13 • What do you think is the most representative 
picture/symbol of Hong Kong? 
14. Will you buy a cup with a representative Hong Kong 
picture/symbol on it? Why? 
* �cupi in onward questions refers to Hong Kong souvenir 
cup 
15. If you are going to buy a ^ cup‘, you will be buying it 
a. for yourself b. for other people 
c. both for yourself & other people 
16. If you are going to buy a ^cup‘, you will be buying it 
for/expect it to be used for 
17. Please rate the following material for the ^cup‘. (1 
indicates the least desirable one & 6 indicates the 
most desirable one) 
glass 1 2 3 4 5 6 
plastic 1 2 3 4 5 6 
ceramics 1 2 3 4 5 6 
crystal 1 2 3 4 5 6 
18 What price (in HK$) would you be willing to pay for 
the�cup»？ 
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19. Please rate the following designs for the � c u p� （l 
indicates the least desirable one & 6 indicates the 
most desirable one) 
picture alone 1 2 3 4 5 6 
picture with words 1 2 3 4 5 6 
words alone 1 2 3 4 5 6 
20. If you would like to have a picture on the ^cup‘, you 
would like it to be 
a. traditional b. cartoon like c. indifferent 
21. What colour(s) would you prefer for the ^cup‘？ 
22. Will the cup's place of origin affect your buying 
decision? 
a. Yes (go to question 23) 
b. No (go to question 24) 
2 3 Please rate the degree of preference for place of 
origin of the ^ cup‘. (1 indicates the least desirable 
one & 6 indicates the most desirable one) 
Hong Kong 1 2 3 4 5 6 
China 1 2 3 4 5 6 
24. If you would buy a �cupi as a souvenir, how many 
would you buy? (assume there are different patterns) 
25. Please indicate your personal monthly salary (before 
taxes). 
a. below HK$5000 b. HK$5000-$9999 
c. HK$10000-$14999 d. above HK$15000 
26. Please indicate your age range. 
a. 20 or below b. 21-30 c. 31-40 d. 41-50 
e. above 50 
——Thank you very much for your co-operation --
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APPENDIX II 
Questionnaire for Tourists' Buying Behaviour of Souvenir in Hong Kong 
1. Have you ever bought a souvenir in Hong Kong? 
a. Yes b. No (terminate) 
2. In which country do you live? 
a. Southeast Asia b. Taiwan c. Japan 
d. U.S.A./Canada e. Western Europe 
f. Australia/New Zealand g. other 
3 • Did you have any idea what kind of souvenir you 
wanted to buy before coining to Hong Kong? 
a. Yes b. No 
4 • In which district did you buy most of your 
souvenirs? (you can choose more than one answer) 
a. Tsimshatsui b. Central c. Stanley 
d. Causeway Bay e. Cheung Chau Island 
5. Where did you buy most of your souvenirs in Hong 
Kong? (you can choose more than one answer) 
a. department store b. retail shop 
c. hawker (person selling on street) 
d. others 
6. You know the places for shopping through (you can 
choose more than one answer) 
a. friend b. tourist guide 
c. tourist guide book d. walking around 
e• others 
7. Did you buy more than one item of the same kind of 
souvenir? 
a. Yes b. No 
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8. What do you think is the most representative 
picture/symbol of Hong Kong? 
* �cup, in onward questions refers to Hong Kong souvenir cup 
9. If you are going to buy a ^cup‘, you will be buying it 
a. for yourself b. for other people 
c. both for yourself & other people 
10. If you are going to buy a ^cup‘, you will be buying it 
for/expect it to be used for 
a. ornament b. drinking tea/coffee 
c. drinking beer d. don't know 
11. Please rank the following characteristics of a cup. (1 
is the most important one & 5 is the least important) 
usefulness [ ] 
uniqueness [ ] 
price [ ] 
hardness [ ] 
size [ ] 
12. Please rank the following material for the ^ cup‘. (1 
indicates the most desirable one & 4 indicates the 
least desirable) 
glass [ ] 
plastic [ ] 
ceramics [ ] 
crystal [ ] 
13. Please rank the following designs for the �cup 丨. （1 
indicates the most desirable one & 3 indicates the 
least desirable) 
picture alone [ ] 
picture with words [ ] 
words alone [ ] 
14. If you would buy a ^cup‘ as a souvenir, how many 
would you buy? (assume there are different patterns) 
15. You would like the place of origin of the ^cup' to be 
a. China b. Hong Kong c. indifferent 
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16. You are 
a. male b. female 
17. Please indicate your personal monthly salary (before taxes)• 
a. below HK$5000 b. HK$5000-$9999 
c. HK$10000-$14999 d. above HK$15000 
18. Please indicate your age range. 
a. 20 or below b. 21-30 c. 31-40 d. 41-50 
e. above 50 
-- Thank you very much for your co-operation 
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